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ABSTRACT 
This study aims to explore the characteristics of the marketing of technology-based 
products. In Hong Kong, some companies are not only doing research and 
development on technology-based products, but also marketing them. 
Case studies on three CAD/CAM software companies in Hong Kong are conducted. 
These companies are used as examples of how companies market their technology-
based products. These companies are selected by judgment sampling. The first 
company is facing very keen competition from similar products in the market. The 
second company is a market leader in a niche market. The third one is a startup 
company which is under the incubation programme of the newly-formed Hong Kong 
Industrial Technology Centre Corporation. 
Although technical specifications are important, these companies have also stressed 
intangibles such as services. Services are used as the tool for differentiating a 
company's product from the competition. Moreover, the cases studies show the 
uncertainties in the market and technology. 
The marketers of the three Hong Kong companies express that there are biased 
feelings about the country-of-origin of CAD/CAM software. In the second part of the 
study, a questionnaire survey with convenience sampling is conducted with the 
objective to investigate the perception of country-of-origin towards CAD/CAM 
software. The questionnaire is distributed to the CAD/CAM-related newsgroups in the 
j Internet. Forty-two replies are collected from CAD/CAM users around the world. The 
results show that product features, compatibility, price and services are significant 
factors in affecting buying decisions. However, country-of-origin is the least significant 
among the seven factors under consideration. 
I 
IV 
The role of the Hong Kong Industrial Technology Centre in incubating the 
technological startup companies is elaborated. Finally, some issues to marketers of 
technology-based products are discussed. 
This exploratory research does not attempt to identify the golden rule of marketing of 
technology-based products. Nevertheless, the findings show that non-technical 
approaches may be applied to the marketing of these products. 
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CHAPTER 1 
INTRODUCTION 
1.1 Technology-Based Products 
Hong Kong, which used to be famous as the place exporting low-cost goods, has 
evolved into an international financial and commercial centre. As Hong Kong has lost 
its competitiveness in low labour cost China has become the manufacturing base for 
Hong Kong to manufacture the goods. Due to the need to gain competitive edges in 
the global marketplace, some Hong Kong-based high-technology companies have been 
formed to compete in the high-technology market. They are not only doing the 
research and development, but are also marketing their technology-based products. 
This study focuses on the marketing of technology-based industrial products. As more 
Hong Kong-based high-tech companies are formed, there are certainly needs to 
investigate how they market their products. Research on the marketing of both 
technology-based and industrial products is very limited, as compared to that on 
consumer products. The interest in high-tech or technology marketing has increased 
only during the past twenty years. Moreover, local studies on the topic are rare. 
Technology has been defined as "the practical knowledge, know-how, skills, and 
artifacts that can be used to develop a new product or service and/or a new 
production/delivery system." High-technology refers to the arena of advanced 
technology, which has been monopolized by companies or organizations in Western 
countries for many years. It is characterized by putting tremendous amounts of effort 
and investment into research and development. 
Several factors have led to the selection of CAD/CAM software as the topic for 
investigation of technology-based products. First of all, CAD/CAM is a technology 
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area, and some CAD/CAM software companies are found in Hong Kong. However, 
due to limited resources in this project, only three Hong Kong-based CAD/CAM 
software companies have been interviewed to see how they market their software 
products. Secondly, since the author has been involved in this industry for several 
years, he can thus draw from his own personal experience in the field. 
1.2 Computer-Aided Design & Computer-Aided Manufacturing (CAD/CAM) 
Computer-Aided Design and Computer-Aided Manufacturing (CAD/CAM) is a 
technology area that can increase the productivity of industries such as aerospace, 
automotive, machine tools, footwear, electronics, engineering, textile and garment, 
architecture and building services and others. CAD/CAM has a history of about thirty 
years only. By using CAD systems, designs can be visualized before a product is 
actually made. Meanwhile, CAM systems can help to manufacture parts or products 
from CAD models which are created in CAD systems. Basically, a CAD/CAM system 
consists of software and hardware, that is, the computer and input/output devices. 
There are different levels of implementing CAD/CAM in manufacturing or design jobs. 
The most elementary level is using a computer for drafting purposes. As CAD/CAM 
technology advances, CAD/CAM systems can not only help designers or engineers to 
develop designs, but they also have the artificial intelligence to solve problems. 
Companies are taking advantage of the benefits of using CAD/CAM in order to 
enhance their competitive edges. 
Research and development works in the CAD/CAM industry used to be dominated by 
large corporations in the United States and France. Because of the well-developed 
communications network, international interflow and market needs, some Hong Kong-
based companies now have up-dated skills necessary for developing competitive 
CAD/CAM software. Some of these products are even being marketed to overseas 
markets. Most of these companies are technological followers with software products 
based on those from Western countries. Since technological leadership is based on a 
I 3 •i 
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high level of investment, research and development. Hong Kong is weak in leading the 
technology. 
To develop CAD/CAM software, not only basic technological knowledge in software 
development is important, but also advanced mathematics are required for the 
development. Industrial experience is very important, as CAD/CAM applications are 
very specific to the industries concerned. For example, a general CAD/CAM system 
can never help a jewel designer to design jeweUery, which consists of very complicated 
three-dimensional surfaces. Therefore, a specialized CAD/CAM system is needed. 
Hong Kong-based CAD/CAM developers are working on different application areas, 
such as architecture, mechanical engineering, product designs, jewelleiy, textile and 
garment industries. 
For many years, the "Made in Hong Kong" label has represented the low to middle 
level consumer products such as garments, toys and watches in the international 
market. However, if a technology-based product such as CAD/CAM software is being 
marketed. Hong Kong marketers may avoid mentioning the origin of their products. 
As Hong Kong-based CAD/CAM software companies have concerns over the negative 
countiy-of-origin perceptions of overseas buyers, the second part of the study tries to 
investigate this issue. 
1.3 Research Objectives 
In a nutshell, the following objectives are undertaken in this research project: 
1. To explore the characteristics of marketing by CAD/CAM software 
companies in Hong Kong 






Some research has been conducted to investigate the marketing of technology-based 
industrial companies. Although their quantity and quality are not as ample as that 
found for consumer product-based companies, some results can be concluded as 
follows. 
2.1 Characteristics of High-Technology Market 
Rowland Mariarty and Thomas Kosnik (1989), two Harvard professors, point out that 
the arena of high technology is characterized by the high level of technological and 
market uncertainties. One source of market uncertainty is that the market may not 
adopt the new technology as the industry standards. It is also difficult to anticipate 
how quickly people will accept the technology. On the other hand, the main source of 
technological uncertainty is that new technology may make old ones obsolete. 
Technological leadership at one time cannot guarantee leadership in the future. 
They also point out how marketers in technology-based companies can adapt 
fundamental marketing techniques as follows. 
1. Successful high-tech marketers need to have a basic understanding of the 
technology, the customer's industry, and the customer's business functions. There is 
very strong need of increasing the breadth and the depth of marketing and sales team's 
skills. This can be achieved by creative recruiting of sales and marketing personnel of 
different backgrounds. 
2. Marketers should abandon their knowledge that has lost its relevance to their 
market. Since the high-tech market has rapid changes, high-tech managers can avoid 
becoming victims of their experience by thinking and acting for the fliture. 
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3. Product design, manufacturing，sales, and marketing professionals have to build 
cross-functional collaboration and communication in order to design, make and market 
products that provide value. 
4. Numerous biotechnology, semiconductor, and computer companies have formed 
strategic alliances in order to optimise the competitiveness. Alliances are indispensable 
in the high-tech market. However, to ensure effectiveness of an alliance is a goal of 
management in high-tech industries. 
5. Although the rate of change in both technologies and markets is out of the 
marketers' control, focus on company values, target market and product policy has to 
be maintained in order to provide continuity in change. 
William Davidow (1986), the ex-Intel marketing expert, asserts that in the high-
technology industry, companies are never safe. Leadership in technological 
development cannot ensure long-term success in the industry. As new technology 
evolves, old technology will become obsolete. He, on the other hand, points out that 
technology marketing differs from other types of marketing because of its emphasis on 
functions such as direct sales, training and supporting distribution channels, customer 
education, service, post-sales support and product documentation. Advertising and 
promotional expenses amount to only a small percentage of revenue in these 
companies. 
2.2 Non-Technical Approach to Marketing High-Tech 
On the other hand, Kadanoff (1993) points out that a non-technical approach to 
marketing high-tech is important. Many firms that market high technology products 
have realized the benefits of marketing these products in a non-technical way. The 
approach docs not stress the technical specifications of products, but appeals to 
audiences on an emotional, rather than rational, level. Although strategies may vary 
depending on companies, some basic guidelines, such as focusing on benefits, are 
important when taking a non-technical approach in high-tech marketing. Moreover, a 
1 6 
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few high-technology companies, such as Apple Computer, have even looked to 
consumer-goods marketing professionals to provide marketing leadership, 
Flanagan (1993) also agrees with the point that common sense in marketing should be 
used to market technology-based products. In his study, three technology companies 
which followed the concept of "reality-based marketing" are studied. The conccpt 
provides guidelines for technology companies to meet the customers' needs, to 
approximate the return on investment of new products and to quantify the sales 
process by defining steps. His findings show that these companies achieve better 
results after adopting reality-based marketing. 
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2,3 Importance of Pre-Saie & Post-Sale Services 
Nowadays, CAD/CAM systems are the indispensable tools for increasing productivity 
in the industrial markets. In order to succeed in marketing the products in the 
international industrial markets, some literature are reviewed in the area. Samli, Jacobs 
and Wills (1992) assured the importance of prc-sale and post-sale services in the 
marketing of international industrial markets. Industrial marketers must develop their 
understanding of, and be sensitive to, customers' needs. To achieve this, they must 
understand that services need to be classified as pre-sale and post-sale, and decide 
which type of service is more important and under what circumstances. The 
incorporation of services into the marketing strategies is crucial to the success of the 
industrial products. 
2.4 Technical Life Cycle 
Popper and Buskirk (1992) point out that the marketing of high-technology products 
differs significantly from the marketing of traditional products. Consumer marketing 
uses product life cycle for understanding product/market behavior. However, the 
technology life cycle is a better model for high-technology products than the product 
life cycle. The technology life cycle can be divided into six basic phases as follows: 
1. cutting edge - the stage in which research is being conducted in order to gain 
advances in technology. 
2. state of the art - the stage at which firms specialize in adapting developed cutting-
edge technologies to market needs and applications. 
3. advanced - the stage at which companies should employ more marketing expertise. 
4. mainstream - the stage at which the market is flilly developed. The successful firm 
will be the one which can produce the product most effectively and efficiently. 
5. mature - the stage at which products have no technological differentiation. Fiims 
shift to customer service as prices stabilize and the product approaches undifferentiated 
"commodity" status. 
6. decline - the stage at which new technologies replacc the old ones. 
8 1 -
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The technological life cycle provides a mechanism for product segmentation for short-
•I 
term market planners. For long-term planners, it provides both a tool and a roadmap 
for strategic planning. 
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The figure above shows how the number of firms and industry profitability vaiy along 
the technological life cycle. The stages in TLC are very critical in affecting the number 
of firms. As a technology is moving from the stage of cutting edge to state of the art, 
the number of companies increases enormously. Small companies have advantages in 
these stages because they can develop innovative products effectively. However, as 
companies are moving to the later stages of TLC, the number of companies will 
decrease. In the later stages of TLC, large companies will have more advantages than 
small ones because of increasing importance of manufacturing and marketing. 
Profitability can be shown to vary with the TLC. The reason for the loss is due to 




advanced stage. The TLC can be used to explain the changing market of CAD/CAM 
with the exception that manufacturing is not significant in the sector. 
2.5 Innovation-Driven versus Market-Driven 
Referring to the later stages of technological life cycle as discussed above, the 
awareness of market needs is very important. Shanklin and Ryans (1984) believe that 
high-technology companies can make a successful transition from being innovation-
driven to being market-driven only by effectively linking the research and development 
(R&D) and marketing efforts. Innovation-driven high-technology companies are those 
which focus on the research and development of new products. What customers need 
or want is residual. After the research and development breakthrough is made, 
customer needs or wants are considered. Market-driven companies are those 
companies which assign research and development efforts in the task of producing 
innovations that meet specific market objectives. As technology in one market is 
getting mature, the need to move from being innovation-driven to being market-driven 
is very crucial for a high-technology company's success. Marketing and R&D linkage is 
achievable, regardless of company size and complexity. Moreover, top management's 
direct input is necessary. 
Traynor and Traynor (1992) has conducted a quantitative analysis on the educational 
backgrounds of the salespeople in high-tech industries. Some relationships are 
examined between the company characteristics (size, age, product life cycle) and the 
degrees held by salespeople. The result indicates that the type of degree and high-tech 
sales managers' perceptions of the importance of the technical degree differ 
significantly, contingent upon company characteristics. The older, larger firms with 
products in the introductory stage of the product life cycle tended to have more 
salespersons with a technical degree than the smaller and younger firms with products 




^ 2.6 Product Positioning of Technology-based Products i 
Regis McKenna, (1985) the distinguished marketing consultant in Silicon Valley, 
points out that the technology-based product market is more dynamic than the 
consumer goods market. He defines four golden rules for product positioning of 
technology-based products. 
1. It is important to understand the market environment. The elements of the 
environment - technology trends, market dynamics, competition, social and economic 
trends - all influence the way customers "see" the product. Therefore, before a product 
is positioned, a thorough understanding of the environment is very important. 
2. Focusing on the intangibles such as services and reputation is very important in the 
technology market. As technological leads are usually short-lived, using comparisons 
based on prices and specifications are too short-sighted. Most customers are not 
interested in the narrow differences between products. They care about the intangible 
aspects such as reliability and services provided. The focus on the intangibles is 
concrete enough for customers to understand the benefits. A good example can be 
found in IBM, the computer giant. Although IBM is not always the technological 
leader in the industry, its services are well appraised by customers. 
3. Finding the right target customers is very important for purpose of product 
positioning. In the United States, Fortune 500 or 1000 companies may be the target 
customers of most companies. However, focusing on these companies does not 
necessary lead to success. Product positioning is strongest when a company can target 
to a new market niche as its target. The first few customers it sells its products to can 
help the company to define its product positioning. 
4. Experimentation and change are inevitable in technology-based markets. As the 
market is ever changing, companies should respond fast enough to compete in the 
marketplace. 
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These four rules arc helpful for the marketers of both technology-based products and 
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consumer goods. This also reflects the importance of using non-technical approach to 
market technology-based products. 
Scholars and consultants in the field have proposed the previously mentioned ways of 
handling the marketing of technology-based products. Compared to the marketing of 
consumer products, the marketing of technology-based products faces many 
challenges in dealing with the uncertainties. Moreover, the applications of fundamental 





2.7 Countrv-of-Qrigin Issue 
Country-of-origin is another issue to be studied in this research. It is hypothesized that 
the factor of country-of-origin is a main concern for buyers of technology-based 
products. Literature review of this area was undertaken. However, research on the 
issue towards technology-based products is found to be very limited because most of 
the studies are conducted for the consumer goods market. 
Sadrudin, Astous and Mostafa El (1994) conducted a study on the country-of-origin 
effects on purchasing managers' product perceptions. Country-of-origin effect is 
considered from two viewpoints, country of design and country of assembly. Results 
show that countiy of design is a more important cue in organizational purchase 
decisions than country of assembly and brand name are. This is related to this study. As 
CAD/CAM software is designed in one country, purchasers may have more concerns 
about in the countiy of the design than the countiy of assembly, that is, manufacturing 
in the sense of CAD/CAM software. Thus, this research relates only to the country-of-
origin effect with respect to design. 
A study was done by Pepagni (1992) on the high-technology exports of European 
Community countries. High-technology products are considered as an innovative 
output indicator. In comparison to the United States and Japan, the high-technology 
products from European Community countries are found to have negative country-of-
origin effects. The reason is due to the fact that Europe lagged behind the United 
States and Japan in terms of technology in data processing and electronics. 
Technological products from Hong Kong may also encounter the negative country-of-
origin effects experienced by European Community countries. Another study made by 
Tse and Lee (1993) suggests that a strong positive brand image is found to override 
the negative country-of-origin effect. Moreover, product experience can help the 
negative country-of-origin effect to be removed. The results of this study are very 
13 
relevant to this research dealing with technological products from Hong Kong. If Hong 
Kong-based marketers want to override the negative effects of country-of-origin, they 
may have to consider emphasizing the brand names and providing potential customers 





3.1 Exploratory Research 
The research consists of two parts. The first part consists of three case studies which 
are used to explore the characteristics of the marketing of Hong Kong-based 
CAD/CAM software companies. The target market, and product, distribution, pricing 
and promotional strategies are explored. Moreover, constraints in marketing faced by 
these companies are investigated. Personal interviews (based on the questionnaire in 
Appendix A) are arranged with the marketers of three CAD/CAM software companies. 
The questionnaire consists of structured, undisguised and open-ended questions which 
allow interviewees to express their views. 
In addition, how each company tackles the "Made in Hong Kong" dilemma is a focus. 
Views about how the Hong Kong Government can support the development of 
technological products are sought. 
3.2 Descriptive Research 
In the second part of the research, a small-scaled questionnaire survey is conducted to 
investigate buyers' perceptions towards countiy-of-origin of CAD/CAM software. It is 
hypothesized that the buyers may have significantly biased perceptions about 
CAD/CAM software originating from countries other than the United States and 
Europe. The perceptions are very crucial for CAD/CAM software marketers to 
understand. Comparisons are made of country-of-origin with other factors. The 
questions are about:-










b. user perceptions towards country-of-origin 
Due to limited resources, the questionnaire could not be distributed to CAD/CAM 
users overseas in a timely way without the use of electronic messages. In order to 
access a large number of CAD/CAM users of different applications, the questionnaire 
is distributed to CAD/CAM-related newsgroups (discussion forums) in the Internet, 
the worldwide computer network. Readers of the questionnaire would answer the 
question and return to the author. Originally’ the number of expected replies was 
thirty. It turned out that fifty replies were received. Out of these fifty replies, forty two 
replies were found to be valid. The others were not completed. Therefore, convenience 
sampling is used in this descriptive research. 
The survey investigates factors affecting buyers' decisions and perceptions of country-
of-origin. Since readers of these newsgroups are possibly the potential or past buyers 
in purchasing CAD/CAM software, the use of newsgroups as the means to distribute 
the questionnaire is very appropriate. The questionnaire consists of structured, 
undisguised and both closed-end and open-ended questions. Two pretests are 
conducted in order to assure that the questions are dear and understandable. 




4.1 Case Studies 
Interviews with the three selected companies were individually conducted in January, 
1995. The three companies were selected by judgement sampling. They are Company 
C (kept anonymous as requested by the company). Prima Design Systems Ltd. and 
Splineware Graphics Co. Ltd. These companies are CAD/CAM software developers 
who also market their own products. The following is a summaiy of the results. 
4.1.1 Company C 
An interview is conducted with the Managing Director of Company C. It was founded 
in 1989. It presently has fifteen employees. The shareholders of the company are either 
architects or computer programmers who have practical knowledge in the CAD/CAM 
sector. Since 1989，the company has been a dealer selling AutoCAD, the most popular 
PC CAD software in both Hong Kong and all over the world. 
It has developed two CAD/CAM software packages for the architectural and 
engineering industries. The first one is a photorealistic-picture generation software 
which is used to help designers to generate photorealistic-pictures to help visualize the 
designs with shadow and textures. Designers have the images of the actual designs 
before products or buildings are actually made or built. Another product is a set of 
tools and libraries for AutoCAD, which is tailor-made for the architectural and 
construction industries in Hong Kong. The company sells these products successfully 
to the local market because of the relationships which the Managing Director has with 
the architectural industry. 
i 
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The Managing Director of the company expressed that the competition in the market is 
very keen. Its products are similar to those designed overseas. As a local company, it 
stresses the local support services to its customers and prospects. This is the way the 
company differentiates its products fi'om those of the competition. 
4.1.1.1 Target Market 
The target market is the design and drafting departments of architectural and 
construction companies in Hong Kong. Although the company does receive some 
enquiries from overseas, however, it always treats them very passively because it does 
not have the resources to service other countries. 
4.1.1.2 Competition 
The major competition for the first product from the company is from the United 
States. The products arc very similar in function, but, some advanced ones can now 
create "walkthrough" (animation of the scene). Products from overseas have better 
graphical user-interface. The product from the company does not have the level of 
user-friendliness as that found in the competitors' products. 
The competition for the architectural tools are other local products, as they are made 
by other AutoCAD dealers in Hong Kong. Although the competitors' products are not 
as comprehensive as the products from company C, the Managing Director of the 
company expressed it had difficulties in differentiating itself from the competition. 
4.1.1.3 Marketing strategies 
1. Product 
The company stresses it is a local company which understands the needs of the local 
industries and aims to meet those needs. Moreover, the pre-sale and post-sale support 
of the product are provided by the company. On the other hand, the company is 
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reluctant to expand to overseas markets because it lacks resources in providing 
services or support to customers and distributors overseas. 
2. Distribution 
The company sells directly to the end-users in the market. The products require a large 
amount of pre-sale and post-sale services such as demonstrations and training. As the 
developer of its own products, the company can protect the market share and maintain 
long-term connections with customers. In contrast, the competitive products from 
overseas are selling through channels of distribution in Hong Kong. 
3. Price 
The price is set at the low end. As compared to similar products from overseas, the 
company wants to keep its prices competitive. 
4. Promotion 
The company stresses the expertise of its staff and support services. As they have 
practical experience in the field, they can serve customers better. The company does 
not use any trade shows to attract new prospective customers. It only uses some 
advertisements in industrial journals or magazines to do the promotions. 
The salespeople of the company have technical college or university education 
background. 
4.1.1.4 Marketing Research 
Due to limited resources, the company does not use quantitative marketing research to 
investigate the market's needs. The Managing Director of Company C expresses that 
market information is usually collected through informal channels such as speaking to 
architects and engineers in the field. 
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4.1.1.5 Constraints 
The company has limited resources in marketing. It docs not have a dedicated person 
to implement the marketing strategy. This limits the development of the company. 
Moreover, it does not have the resources to support distributors or customers in other 
countries. As a result, its products are not available in overseas market. 
4.1.1.6 Countrv-of-Origin Issue 
As the target market is Hong Kong, the Managing Director of the company expressed 
that it does not encounter the country-of-origin problem. In his experience, its 
products are difficult to sell in other countries because potential customers overseas 
may have little confidence in a technological product from Hong Kong. In the local 
market, customers may initially be reluctant to buy the local products since they do not 
have confidence in local technology-based products. However, after the features of the 
products have been demonstrated, customers are willing to try and buy them. 
4.1.L7 Others 
The Managing Director of the company does not believe that their products have any 
unique features; it is only a technological follower. The ideas or the functionalities are 
derived from other overseas CAD/CAM software developers. Hong Kong software 
developers have the ability to develop CAD/CAM software as they can access a lot of 
information or journals from overseas. Moreover, a lot of overseas products can be 
found in Hong Kong. However, Hong Kong-based CAD/CAM developers have 
difficulties in leading the technologies. In the United States or other European 
countries, researchers have been involved in the mathematical techniques which are 
important in backing the research and development of commercial products. 
Concerning government support, the Managing Director suggests that flinding from 
the government is important for promoting technology-based products from Hong 
Kong. Since governments in other Asian countries have done a lot in helping to 
1 2 0 
develop the research, development and marketing of technology-based products. Hong 
Kong has been lagging behind in technology development. 
21 
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4.1.2 Prima Design Systems Ltd. 
A successful story can be found in a CAD/CAM product called Prima Vision Design 
System in Hong Kong, which is a comprehensive CAD/CAM software for garment 
design. The product is developed by Prima Design Systems Ltd., a Hong Kong 
company, and is being sold internationally. 
An interview was conducted with Ms. Lucia Lam, Sales and Marketing Officer of 
Prima Design Systems Ltd. The company has forty employees. The company's 
turnover was HK$38 million in 1993. Prima Design Systems Ltd. is one of the pioneers 
to develop CAD/CAM software for the garment industry. In 1985, the company 
introduced CAD software called EasyKnit, which served the needs of knit-wear 
manufacturers. Up to now, the company has developed a complete line of systems for 
CAD/CAM design. 
The company was moved to the Hong Kong Industrial Technology Centre, also known 
as Tech Centre, by the end of 1994. A reason for the company to move to the new 
location is that the Hong Kong Industrial Technology Centre is equipped with the 
facilities designed for high-tech companies, which include computerized building 
management, security system, and advanced communication systems. 
The major product of the company is Prima Vision Design System, a complete line of 
CAD/CAM software for the garment industry. The software exists in modules; 
therefore, customers can buy only the modules they need. The products allow fashion 
designers to visualize the designs of fabric and garment before the products are 
manufactured. Patterns, once crcated with the CAD system, can be printed out to color 
printers or can be manufactured with automatic knit machines by means of CAM. 
The company is still on the technological frontier of research and development of new 
products. The company has two basic principles in product development: 
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1. Prima's systems are designed for users with no formal training in computers. 
2. All designs are finalized in close association with designers and manufacturers to 
ensure a high element of practicality and familiarity. 
4.1.2.1 Target Market 
The target market consists of the design departments of local and overseas medium to 
large sized garment companies. 
4.1.2.2 Competition 
According to Ms. Lam, the market is still growing. The competitors are from the 
United States and Europe, and have advanced research and development in the 
technological areas. The competitive advantage of the company is that Hong Kong is a 
very large test market for its product development, since it is one of the world's largest 
manufacturing bases. Although manufacturers are moving the production lines to 
China, they are keen to develop competitive edges such as CAD/CAM. By this means, 
they may want to carry out their own design works. This is also true in other Asian 
countries. Therefore, over half of the company's customer base is in Asia. 
4.1.2.3 Marketing Strategies 
1. Product 
Prima Vision Design System is a high-end CAD/CAM system for the garment industry. 
The company differentiates its products by providing state-of-the-art functions in the 
product and superb services. Prima Design System has been developed for years and 
its customer base is strong. Its products are proved to be successful and have a good 
reputation in the market. 
2. Distribution 
Products are sold to the local market directly. The company has established worldwide 
distribution networks with over thirty distributors all over the world. Moreover, the 
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same brand name is being used in all countries. The distributors are knowledgeable in 
the garment industry and are proficient in using CAD/CAM software. 
3. Price 
The products are priced in the mid-range. The company wants to provide customers 
with the best value for the price. Since the product is positioned with high-end product 
features and competitive pricing, the penetration of the product in both the local and 
overseas markets is very high. 
4, Promotion 
The promotional strategy of the company is to arouse the primary demand for the 
products to the target market. It stresses state-of-the-art technology and benefits such 
as reducing time-to-market, increasing productivity, and so on. The company uses 
trade shows, advertisements in trade magazines, and seminars to attract prospects. 
Moreover, it has jointly organised seminars with the Trade Development Council and 
the Productivity Council to promote the use of CAD/CAM in the local garment 
industiy. Concerning education background, all sales people have university degrees 
and are trained to provide consultative selling to customers. 
4.1.2.4 Marketing Research 
The company does not do any organized marketing research on the garment 
CAD/CAM market. However, it keeps close contacts with the garment manufacturers 
and its customers in order to understand the needs of the industry. Feedback of 
overseas distributors and local sales people are also collected to understand the 
market's needs. Every year, a distributors' conference is held in Hong Kong in order to 
facilitate direct communications between the company and its distributors. 
4.1.2.5 Constraints 
As a whole, Ms. Lam expressed that there were no constraints in marketing the 
products. However, since the competition is very keen, the research and development 
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department has to work very hard on the latest technology of CAD/CAM for the 
company's future products. 
4.1.2.6 Countrv-of-Orlgin Issue 
Although prospective customers may initially have biased feelings about the product 
because it is from Hong Kong, the perceptions are usually removed by the products' 
advanced features, distribution networks, and services. 
4.1.2.7 Others 
According to Ms. Lam, Hong Kong Industrial Technology Center (HKITC) provides 
the company with a good environment for research and development in Hong Kong. 
Moreover, the location can reinforce the company's image as a technological company. 
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4.1.3 Splineware Graphics Systems Co. Ltd. 
The third case study is about a startup CAD/CAM software company, Splineware 
Graphics Systems Co. Ltd.. The major product of the company is called AutoNURBS. 
An interview was conducted with Mr. Mathew Hon, the General Manager of the 
company, who is also the programmer of AutoNURBS. The company was founded in 
late 1993 and has two employees only. 
AutoNURBS is a Non-Uniform Rational B-Spline (NURBS) modeler for mold and 
product designs. The basic mathematics used in AutoNURBS is not new, and was 
developed in the 1940s. Due to mathematical complexity, CAD software based on 
NURBS requires a powerful computer. As a result, NURBS modelers used to be 
available in the high-end computer platforms such as engineering workstations only. 
Because of the advance in speed of personal computers, AutoNURBS is the only 
successftil PC-based CAD product in Hong Kong to implement the advanced 
mathematics completely. AutoNURBS is developed on the platform of AutoCAD, the 
most popular CAD software for personal computers. The company strategically 
develops AutoNURBS on the AutoCAD platform, as the penetration of the AutoCAD 
in both local and overseas markets is very significant. Since AutoCAD alone is a basic 
two-dimensional CAD package for drafting, the features made available by 
AutoNURBS for users of AutoCAD are very promising. 
At the time when Mr. Hon started the development of AutoNURBS, the market niche 
for the NURBS modeler for AutoCAD users presented a window of opportunity. 
However, AutoDesk Corp., the developer of AutoCAD, took over a competitive 
company and acquired its NURBS modeler, which was later called AutoSurf. 
The company is located in the Hong Kong Industrial Technology Centre (HKITC) and 
is under the incubation programme of the Hong Kong Industrial Technology Centre 
Corporation (HKITCC), which provides technical and financial backing for small start-
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Up high-tech companies in Hong Kong. Under the incubation programme, start-up 
companies get subsidies for rent and support for development. 
4.1.3.1 Target Market 
The target market consists of the engineering departments of mold-making or 
engineering companies in Hong Kong, Australia, and the United States. 
4.1.3.2 Competition 
The main competitor is AutoSurf from AutoDesk. AutoSurf is a surface modeler with 
similar features in AutoNURBS inside AutoCAD, the most popular PC CAD software. 
Since it is developed on the platform provided by AutoCAD, the most popular PC 
CAD software, AutoNURBS is directly competing with AutoSurf. Therefore, the 
company is developing CAM software which will be integrated with AutoNURBS so 
that the company can differentiate AutoNURBS from AutoSurf. The company is also 
providing special enhancement services for local customers. As a small company, it can 
react faster to customers' requests. 
4.1.3.3 Marketing Strategies 
1. Product 
The company stresses that AutoNURBS is a state-of-the-art product. As a local 
product, the company can provide product enhancements to satisfy the needs of 
customers in Hong Kong. 
2. Distribution 
The company is focused on developing the local market first. Meanwhile, it is also 
selling a few sets of the software to other countries. It is planning to develop overseas 




The company sets its price at a level competitive with AutoSuif. Since the company is 
not well known to the market, it tries to use competitive price to attract prospects to 
try its product. 
4. Promotion 
The company is trying to develop public awareness of the product and the company 
name in Hong Kong. With the support of the Hong Kong Industrial Technology 
Centre Corporation, the company shows a promising future. In promotion, the 
company stresses the state-of-the-art technology in the product. Moreover, the pricc is 
affordable to all potential users. 
4.1.3.4 Marketing Research 
No quantitative marketing research has been done by the company. Market information 
is only collected through trade journals and contacts in the industries. 
4.1.3.5 Constraints 
The company has advertised in some international AutoCAD related magazines, and 
some AutoCAD users from overseas have shown interest. However, the company does 
not have the manpower to follow up the sales and it does not have distribution 
channels in other countries. Only a few sales to overseas markets have been made. Mr. 
Hon said that the company does not have enough funding for researching and 
promoting its products. 
丨 
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4.1.3.6 Country-of-Origin Issue 
Mr. Hon expressed that there was negative perception when customers learned that the 
product was from Hong Kong. However, after the company shows the features of the 
product to prospective customers, they are surprised at the quality and functionality of 
the product. 
A critic in an Australian CAD/CAM magazine wrote "AutoNURBS .... is written by 
Hong Kong-based Splineware Graphics Systems Ltd. and I confess I had no high 
hopes for a package which came on one 3.5 inch disk. I also had no real experience of 
Hong Kong as a base for software developers, but my bigotry soon proved to be 
unfounded." 
4.L3.5 Others 
The company will apply for low-interest loans from the HKITCC. It is planning to use 
the fiinds to finance marketing activities such as seminars and trade shows. Moreover, 
the company is in the process of expansion in terms of the number of employees. 
Therefore, funding is urgently required, according to Mr. Hon. 
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4.2 Findings of Survey & Data Analysis 
In the second phase of the research project, questionnaires were distributed to the 
readers of five CAD/CAM related newsgroups (i.e., comp.cad.autocad, 
alt.sys.integraph, alt.cad.cadkey，sci.electronics.cad and comp.lsi.cad) in the Internet 
on January 23, 1995. Fifty replies were received from January 23 to February 4, 1995. 
However, only forty-two of these replies are found to be valid because the others are 
incomplete. The replies are from different countries such as USA, UK, Australia, 
Singapore, Norway, and Holland. 
4.2.1 Sample characteristics 
Summary tables describing the respondents of the questionnaire are given in the 
Appendix C. 
1. According to Table C.l, the most popular CAD/CAM application of the 
respondents is in the field of electronics (23.8%). The other CAD/CAM applications 
are in architecture and education (14.3% each). This shows that the respondents use 
different CAD/CAM applications. The results are gathered from users or buyers of 
different applications. 
2. Table C.2 shows that the number of seats also varies a great deal among the 
organizations, ranging from one seat to over three hundred seats. 
3. According to Table C.3, 35.7% of the forty-two respondents do not know how 
many seats will be installed in their organizations. One-third of the respondents reply 
that one to five seats will be installed within the next 12 months. 
4. Most of the respondents (88.1%) have some influence in the purchase of 
CAD/CAM software in their organization. The figure shows that the respondents' 
perception is significant in affecting the buying process. 
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4.2.2 Factors Affecting Buying Decision 
The features of a CAD/CAM software are the most significant factor in affecting the 
buying decision (average ranking二 1.66). The other significant factors are compatibility 
(average ranking=2.20), price (average ranking=3.17), and pre-sale and post-sale 
services (average ranking=3.61), in descending order (see Table C.5). Meanwhile, 
distribution network, promotion and country-of-origin are not important in affecting 
the buying decision. 
4.2.3 Countrv-of-Origin Issue 
Referring to Table C6，72.4% of the respondents do not avoid buying CAD/CAM 
software from China, Hong Kong or India. On the other hand, Table C.7 shows that 
the most preferred country-of-origin for CAD/CAM software is the USA (average 
ranking二1.14). Europe is second most preferred (average ranking二2.03). Hong Kong 
(average ranking二3.33) has a higher score than either India (average ranking=4.14) or 
China (average ranking=4.36). 
In the questionnaire, an open-ended question, that is, question 8, is designed to let the 
respondents express their views about how to minimize the country-of-origin effect. 
Most of the respondents suggest that "better pre-sale and post-sale support services 
and quality product" are useful to minimize the negative country-of-origin effect. There 
are also other suggestions given, such as setting up the software company as an 





The marketing of technology-based products is full of uncertainties and Hong Kong-
based CAD/CAM software developers do encounter a number of them. Therefore, 
marketing of these products has to be very dynamic. The three case studies provide 
scenarios about how local CAD/CAM software companies market their products. 
Using these results, marketers of other technology-based products may be able to 
adopt the strategies used by their counterparts in the CAD/CAM software companies. 
From the case studies, it appears that the companies interviewed are very concerned 
about the services provided to their customers. According to the literature reviewed, 
focusing on intangibles such as services is important to differentiate one's product from 
others. Although Company C and Splineware Graphics Ltd. are technological 
followers in the market, they place special emphasis on local support which can 
differentiate their products from overseas competitive products. 
5.1 Marketing Strategy of Company C 
In the market of CAD/CAM for architectural and engineering industries, a lot of local 
and overseas software companies are competing with each other. In terms of the 
products alone. Company C has a problem in differentiating its products from the 
competitors'. Referring to the discussion of technological life cycle in the literature 
review, the company's products may be in the mature stage. Products have no 
technological differences. Therefore, companies shift to customer services as the 




Very recently, Company C has changed its focus from selling products to providing 
services. Since its staff members have expertise in providing services, the company 
offers drafting, designing and consultancy services to architectural, engineering and 
public utilities in Hong Kong. The niche market is a good opportunity for the company 
to serve the industry. As a service bureau, the company mainly uses its developed 
CAD/CAM software products for internal uses. Because of high employment cost for 
draftsmen and designers and control in head count, architectural and engineering 
companies have tried to out-source. The strategy of the company seems to be the right 
way for it to develop in the market. 
The adoption of the strategy has some advantages. First, the company can save itself a 
lot of resources in providing support services and providing the documentation such as 
training manuals and user's guides. Second，the fierce competition in product selling is 
avoided. The sector of providing services is relatively new and less competitive. 
] 
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5.2 Marketing Strategy of Prima Design Systems Ltd. 
Prima Design Systems Ltd. is one of the leaders in CAD/CAM technology for the 
garment industry. As the leader in the market, it has to stress research and 
development of its products and marketing. The main success factor of the company is 
its focus on the niche market of CAD/CAM software for the garment industry. Hong 
Kong, as a large manufacturing base for garment products, provides the company with 
an opportunity to develop comprehensive CAD/CAM software for the industry. 
Although the company has attained an acceptable level of market share, the research 
and development for new products never stops. This can also reflect the characteristic 
of the technology-based product market. 
The company's strategy in distributing the product to overseas markets through 
distributors can ensure that customers are served by competent overseas distributors. 
Emphasis on service is another success factor of the company. The whole product， 
CAD/CAM software, is comprised of a large number of services in addition to the 
product itself. The delivery of the CAD/CAM software product to customers is not the 
end of the sales cycle. CAD/CAM products require training and post-sale support 
which are very crucial in the use of the CAD/CAM system so as to enhance the 
company' productivity. In a broad sense, the product along with associated service, can 
be treated as technology transfer. The customers who purchase the solutions provided 
by Prima Design Systems Ltd. attain the CAD/CAM technology for the competitive 
garment industry. 
As a whole, its marketing strategies are veiy appropriate for the company. 
Nevertheless, in order to maintain its market leadership, the company should try to set 
up alliances with major CAD/CAM hardware vendors in the garment industry. The 
company has developed its market share in the field of garment CAD/CAM. Even 
though the company has distributors in over thirty countries in the world, the company 
can still further develop the distribution channels by allying with other companies. It 
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can license out its products through the channels of hardware vendors in other parts of 
the world. Moreover, market credibility can be gained in this move because of the 
alliance between hardware and software companies. 
Collaboration between the company and academic research centres should be another 
consideration for the company. The centres can provide basic research to the company. 
Although basic research cannot help product development in the short term, the 
advances in basic research can ensure that cutting-edge technology is employed in the 
long term. 
！ 
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5.3 Marketing Strategy of Splineware Graphics Systems Co. Ltd. 
Market uncertainty is well demonstrated by the example of the evolution of 
AutoNURBS and AutoSurf. The company has to further develop the CAM module for 
AutoNTJRBS so as to differentiate it from AutoSurf. Because of limited resources, the 
company has not engaged in many promotional activities. The incubation programme 
of the HKITCC provides the company with a satisfactory environment for growth. 
However, the future of the company still depends on the company's products and 
marketing strategies. 
As the company's products are getting mature in features and performance, the 
company should change its emphasis from an innovation-driven to a market-driven 
strategy. The distribution channels in Asian countries should be developed by 
appointing distributors. Since the General Manager of the company has to take care of 
the whole business, he should recruit one or two marketing people to help him handle 
the channels. He has chosen Asian countries as the test market because better support 
services can be rendered to his customers and distributors. Moreover, in order to 
provide pre-sale and post-sale services to his customers and prospects, support 
engineers should be recruited. 
The company is in the process of expansion. It is time for the company to determine its 
strategy. As the company is weak in distribution channels, the company should put 
more effort into developing channels. The company should try to search for 
CAD/CAM software companies which only market turn-key solutions to the industry 
but do not develop their products. These companies can help to develop the business 
without conflicts of interest. 
On the other hand, the company can consider licensing out its technology in terms of 
programming routines or libraries to other overseas CAD/CAM software developers. 
Licensing technology is a market that has potential. Since the company has developed 
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a commercial product, the implementation of the technology is feasible and it is 
attractive to potential buyers. 
5.4 Role of the Hong Kong Industrial Technology Centre Corporation 
In Asia, the newly-industrialized countries - South Korea, Taiwan and Singapore - are 
very aggressive in the research and development of technology-based products. 
Science parks in these countries are incubating a lot of technology companies. 
Moreover, financial aid helps these companies to invest in the long term. Hong Kong 
did not have a similar setup until the Hong Kong Industrial Technology Centre 
Corporation (HKITCC) was incorporated in June, 1993, which symbolized the 
Government's increasing effort in the development of high-technology in Hong Kong. 
Since investment in the development of technology-based products is risky as 
compared to other investment opportunities, no venture capitalist in Hong Kong wants 
to invest in the technology companies. Therefore, HKITCC plays the role of a venture 
capitalist in Hong Kong in providing low-interest loans to startup technology 
companies. 
The Hong Kong Industrial Technology Centre Corporation is a statutory body set up 
by the government as part of its policy to stimulate the growth of Hong Kong's high-
technology industry. After the government instilled it with a grant of HK$250 million, 
a 5,700 square metre land grant and HK$188 million of low-interest loans for initial 
operations, the HKITCC runs as a self-financing organisation based on prudent 
commercial principles. The return on leasing out space in the Technology Centre is a 
major source of income for the HKITCC. 
The business model of the HKITCC is new to Hong Kong. Since it is a self-financing 
organisation, the HKITCC has the aim to organise effectively as a business 
organisation. It operates with less bureaucracy than other government-subsidised 
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organisations. Although it is not the right time to evaluate if the model can work for 
Hong Kong, the functions of HKITCC are very promising for the future of technology 
development in Hong Kong. In addition, the Technology Centre is the ideal place for 
research and development of technology companies because of its facilities and public 
image. 
The number of first generation technology companies such as Prima Design Systems 
Ltd. is very limited in Hong Kong. Establishment of a technology company in Hong 
Kong was very tough because of insufficient support from the government. The new 
generation of technology companies such as Splineware Graphics Systems Co. Ltd. is 
being incubated by the HKITCC. Thus, the way to success should be relatively easier. 
5.5 Limitations of Case Studies 
The case studies in this research can provide an overview of the marketing strategies of 
CAD/CAM software companies. Because of limited resources, a large scale survey 
could not be conducted for the high-tech companies in Hong Kong. As a result, only 
three Hong Kong-based CAD/CAM software companies were interviewed. Since the 
companies were selected by using a judgement sample, ideas or views of these 
companies may not be representative of all the CAD/CAM software companies in 
Hong Kong. 
Another limitation is that the interviews were limited by time. Not all the strategies or 
actions could be explained by the marketers of these companies within the limited time 
of the interviews. Moreover, interviewees may not have disclosed their own 
companies' unique strategies or programmes. Therefore, the reliability of the findings 
may not be extremely high. 
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This study uses CAD/CAM software developers in Hong Kong so as to investigate the 
marketing characteristics of technology-based companies. The marketing strategies 
may not be applicable to other technology-based products such as semiconductors, 
telecommunications or multimedia, as the market and competitive situations are 
different. 
5.6 Limitations of Questionnaire Survey 
Although the use of a questionnaire in the Internet is very innovative, there are some 
constraints in limiting the respondent sample to Internet users. Since readers of 
newsgroups are from different parts of the world, there is no control over who will 
answer the questionnaire. In addition, a questionnaire distributed through the Internet 
must be brief, otherwise the response rate will be unsatisfactory. Because convenience 
sampling has been used in the survey’ statistically significant results cannot be drawn. 
For the country-of-origin issue, the methodology of ranking the factors affecting the 
buying decision is simplified. Since the industrial buying behaviour of technology-based 
products is a complex process, more factors or processes need to be included. For 
instance, word-of-mouth, reference site, and company credibility are important in 
affecting the buying decision. As a result, the validity of the result is a question. An in-
depth project focusing on the country-of-origin issue should be undertaken on a large 
scale. This part of the study is used only to supplement the exploratory study. 
Nevertheless, the survey provides the starting point for further study. 
It is difficult to provide an incentive to respondents, since they are located all over the 
world. A copy of survey results was used as an incentive in this case. The findings of 
the questionnaire survey are sent back to the respondents through electronic mail. For 
instance, Dataquest Incorporated, a global market research and consulting company 
serving the high-technology and financial communities, conducts questionnaire surveys 
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in its World Wide Web page. It provide news and comments in return for completed 
questionnaires. 
5.7 Countrv-of-Origin Issue 
Although the three companies express that they encounter the biased country-of-origin 
perception from buyers of CAD/CAM software, the result in the second part of the 
research shows that the country-of-origin is of limited significance in affecting the 
buyer's decision. Firstly, the difference in the perception of the country-of-origin may 
be due to the fact that the perceptions of product quality and support services may be 
affected by the country-of-origin. However, this should be verified by ftirther study. 
Secondly, CAD/CAM developers view that prospective customers have negative 
country-of-origin perceptions. Meanwhile, the respondents do not think that they have 
any serious negative country-of-origin perceptions. The samples used in the 
exploratory study and the questionnaire survey may be the cause of the discrepancy. 
The three companies may not be representatives of the field. Moreover, the 
respondents of the questionnaire survey are also Internet users who are normally 
viewed as a group of people who are open to new things with worldwide insights. 
Although there are discrepancies between the results of the two studies, it is suggested 
that the negative biased country-of-origin effect can be minimized by distribution 
network, pre-sale and post-sale services, and high quality products which are important 
in the success of the products. 
For instance, Company X，another Hong Kong-based CAD/CAM software company, 
(company name kept anonymous), has developed a next generation PC CAD packagc. 
The product was partially ftinded by the Hong Kong Government and had been under 
development for over two years before it was launched in the United States. The firm 
set up a company in the USA as a way to disguise the country-of-origin. The strategy 
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of the company is to launch and market the product with the image of a USA-made 
product. Although business ethics is a key issue here. Hong Kong marketers of 
technology-based products may be able to take advantage of such a strategy. 
5.8 Future of Technology-based Companies in Hong Kong 
The investment in research and development of technology-based products requires 
long term investment. Due to the issue of 1997, investors do not want to commit in the 
long term. Moreover, there are a lot of investment opportunities in Hong Kong in 
addition to technology companies. The private investors' interests in the products arc 
limited. Therefore, the low-interest loans from the HKITCC are very significant in 
ensuring a sufficient supply of funding to technology companies. 
Because of the economic reform in China, the demand for technology-based products 
in China is huge. On the other hand, scientists and engineers in China are ample and 
experienced. Some technology companies in Hong Kong have moved their research 
centres to China by forming cooperative relationships so as to make use of the pool of 
low-cost scientists and engineers. Alliances between Hong Kong-based companies and 
China research centres provide opportunities for developing competitive products for 
Greater China in the future. 
In Hong Kong, some startup technology-based companies are developing products for 
the telecommunications and microelectronics industries. Their products may be well-
developed. However, the manufacturing facilities are a concern for them. The 
investment for facilities is usually high. Alliances between small tcchnology-bascd 
companies and large companies seem to provide solutions. Large local or overseas 
companies obtain the licenses of small technology-based companies in producing the 




On the other hand, software companies such as the CAD/CAM companies presented in 
these cases studies, do not encounter the above-mentioned problems of manufacturing. 




RECOMMENDATIONS & CONCLUSIONS 
6.1 Recommendations 
A number of recommendations may be proposed for companies offering high-
technology products. 
1. The focus on providing support services is appropriate in product differentiation. If 
the companies want to develop their overseas markets, similar strategies should be 
used. First of all, they need to appoint distributors in given countries. Ability of these 
distributors to provide pre-sale and post-sale services is very crucial. 
2. Strategic alliances between small Hong Kong-based technology companies and large 
companies can create good synergy. Small companies are strong in developing product 
development. Large companies have strong distribution networks and manufacturing 
facilities. The alliance provides an opportunity for the two companies to utilise the 
competitive advantages of each company. For instance, there are some Hong Kong-
based technology companies which license their technology to local or overseas large 
companies which are strong in manufacturing and marketing. There are more and more 
cases of alliances between small technology companies and large companies which 
develop into strong relationships. 
3 In order to enhance the development efforts of these types of companies, 
collaboration between the companies with some academic institutes such as 
universities in Hong Kong can be sought. This can help the development of ftiture 
products, since basic research in engineering and mathematics fields can help the 
development and applications of technology-based products. On the other hand, the 




such as CAD/CAM software. For instance, students trained to use particular 
CAD/CAM software packages may continue to use similar ones after graduation. 
As an exploratory research effort, this study provides no quantitative or statistically 
significant results. However, it is a good starting point for further study. As more 
technology companies are joining the incubation programme of the HKITCC, further 
study is recommended to investigate how companies under the incubation programme 
market their products. Moreover, research can be undertaken to compare the business 
model of the HKITCC and that of other newly industrialised countries. 
6.2 Conclusions 
In this study, the marketing strategies of three CAD/CAM software companies have 
been examined. 
As one segment of the technology market, the CAD/CAM sector is no exception to the 
market and technology uncertainties. The companies have focused on intangibles such 
as product benefits and services，which can help the companies to differentiate their 
products from their competitors，. The emphasis on the intangibles is also 
recommended by scholars and professionals in the high-technology field. Moreover, 
the stress on synergy in services and products is very essential in positioning 
technology-based products. To sum up, the findings show that non-technical 
approaches can be applied to the marketing of these products. 
Although country-of-origin is a concern to the suppliers of CAD/CAM software, the 
result of the descriptive research shows that country-of-origin has limited significance 
in affecting the buyer's decision. Moreover, the distribution network, pre-sale and post-





APPENDIX A. QUESTIONNAIRE FOR CASE STUDY 
1. COMPANY PROFILE 
Founded at: 
Number of employees: 
Number of R&D staff: 
Number of Application staff: 
Number of Sales staff: 
Number of Marketing staff: 
Company History: 
Organisation Chart: 
What are the current applications of CAD/CAM software developed by your 
company? 
What CAD/CAM developments do you forecast for the industry in the next 5 (or 10) 
years? 
2. PRODUCT PROFILE 
a. What is your company's major product line? 
b. What are the features of your products? 
c. What is the effect of the "Made in Hong Kong" label on your products? 
Is there any barrier in selling technological products with the "Made in Hong Kong” 
label? Are people biased about the countiy-of-origin? 
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3. COMPETITIVE PROFILE 
a. Who are your major competitors in the industry? 
b. Who is the market leader? 
c. What are your competitive advantages and disadvantages? 
d. How big is the market share of your company in the local and overseas market? 
4. MARKET PROFILE 
a. What is the target market? 
b. What consumer needs are served by your product/service offerings? 
5. MARKETING STRATEGIES 
a. How does your company differentiate its products from those of competitors? 
b. What are your company's strategies in positioning its products/services? 
c. What are the distribution strategies? direct/distribution network? 
What are the criteria for selecting distributors? 
d. What are the pricing strategies? How does your company position its products' 
prices in the market? High/mid/low range? 
e. What are your promotional strategies? Which kinds of media are used in promoting 
and advertising your products? What are the educational status and working 
experience of your salespeople? 
6. OTHERS 
1. Does your company do any marketing research about the CAD market locally or 
internationally? Is there any intelligence system available so that distributors and 
dealers can share information about the market or competition? 
2. What can the Hong Kong Government do to help develop the technology market 
such as CAD/CAM development in Hong Kong? 
3. What are the constraints in marketing faced by your company? 
I 
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APPENDIX B. QUESTIONNAIRE FOR DESCRIPTIVE RESEARCH 
IQ. What is your major application in using CAD/CAM software? 
lA. []Automotive [ ]Electronics 
:^Architecture [ ]Geographic Information System 
:]Apparel [ ]Machine Tool 
:]Aerospace [ ]Industrial Design ；]Civil & Structural [ ]Plant Design ；]Education [ jUtilities 
:]Facilities Management [ ] Manufacturing 
[]Others, please specify 
2Q. How many seats of CAD/CAM software are installed in your organization? 
2 A . ( ) 
3Q. How many seats of CAD/CAM software will be installed in your organization in 
the next 12 months? (put an if you don't know) 
3 A . ( ) 
4Q. Do you have any influence in buying CAD/CAM software in your organization? 
4A. [ ]Yes/ [ ]No 
5Q. Please rank the following factors which affect your decision when buying 






()Pre-sale and Post-sale services 
()Compatibility with existing hardware, systems and clients 
()Country-of-origin 
6Q. Do you avoid buying CAD/CAM software from China, Hong Kong or India? 
6A. [ ]Yes/[ ]No 
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7Q. Please rank your preference for products fVom the following countries with 
numbers 1 to 5. ("1" is the most preferred country, "5" is the least preferred country) 
Ik. ( ) China 
( ) H o n g Kong 
()India 
( )Europe 
( ) U S A 
8Q. From a buyer's standpoint, what can be done so that the biased negative attitude 
towards country-of-origin will be minimized? 
8A. 
9Q. Please specify from which newsgroup you got this questionnaire. 
9A. 
lOQ. If you have any suggestions or comments on this study, please indicate below. 
lOA. 
1IQ. Would you like a copy of the survey results? 
11 A. [ ]Yes/ [ ]No 
e n d *** 
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APPENDIX C. SURVEY FINDINGS 
Table C.l DISTRIBUTION OF CAD/CAM APPLICATIONS 
CAD/CAM Application Frequency Percentage 
Electronics 10 23.8 
Architecture 6 
Education 6 
GIS 3 ~ 7.1 
Aerospace 3 1_A 
Facilities Management 2 4.8 
Civil & Structural 2 4.8 
Machine Tool 1 ^ 
Plant Design 1 ^ 
Others 8 | 19.0 
Table C.2 NUMBER OF SEATS OF CAD/CAM SOFTWARE 
No. of seats Frequency Percen tage 
I- 5 H 33.3 
6-10 4 —9.5 
II-50 15 35.7 
51-100 \_6 14.3 
T T ^ I 3 I 7.1 
Table C.3 NUMBER OF SEATS OF CAD/CAM SOFTWARE TO BE INSTALLED 
WITHIN NEXT 12 MONTHS 
No. of seats Frequency Percentage 
Don't Know __15 
0 4 二 义 
I-5 14 33.3 
_6-10 1 23.8 
II-50 6 14.3 
" JM^Q I 2 I 4.8 
TABLE C.4 INFLUENCE IN BUYING CAD/CAM SOFTWARE 
‘ “ Frequency Percentage 
Yes 37 
No I 5 11-9 1 
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Table C.5 SIGNIFICANCE OF FACTORS AFFECTING BUYING DECISION OF 
CAD/CAM SOFTWARE 
("1" is the most significant factor, "7" is the least significant) 
Factor Mean Standard Deviation 
T ^ t u r e 1.66 ~ 0 2 
Compatibility 2.20 
Price 3.17 1.07 
Pre-sales and Post-sales 3.61 0.92 
Services 
Distribution Network 5.10 1.16 
Promotion 5.90 1.16 
Country-of-origin 6.37 1.02 | 
Table C.6 AVOID BUYING CAD/CAM SOFTWARE FROM CHINA, HONG 
KONG OR INDIA 
Frequency Percentage 
Yes 12 ^ 
No I 30 72.4 
Table C.l PREFERENCE OF COUNTRIES 
( T is the most preferred, "5" is the least preferred) 
Country Mean Standard Deviation 
USA 1.14 0.35 -
Europe _ 2.03 0.65 
Hong Kong 3.33 0.83 
India 4.14 0.76 
China 4.36 0.76 
5 0 
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